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理论（STP 理论）、市场营销的 4P 理论及国外电信运营商的在 ICT 业务方
面的发展经验，对中国电信政企客户 ICT 业务的营销现状进行分析。 
其中，根据市场细分理论（STP 理论）和消费者行为分析理论，对政
企客户市场进行了行业细分，分析了不同行业客户的消费者需求，梳理了
中国电信 ICT 业务市场营销存在的问题，树立以客户为中心的 4P 营销理









































Through studying ICT features, STP theory, 4P theory and foreign telecom 
operators’ experience in ICT, this paper analyzes the marketing status of China Telecom 
ICT and provides several strategies about development of ICT.  
By studying STP theory and consumer behavior analysis theory, the customer of 
China Telecom has been further subdivided into several classes. And then the paper 
analyzes the customers’requirements, sorts out the problems in China Telecom ICT 
development and puts forward the several ideas, such as changing the current idea of 
ICT marketing and setting up the 4P theory in China Telecom ICT. In products planning， 
China Telecom must transfer to be a internet company, which means that China 
Telecom must focus on customers, pay attention to product quality and insist on 
developing the core products and integrating edge products. In price strategy, China 
Telecom need to tie up the traditional services and ICT services and change the 
traditional principle of one-time charges. In channel building, China Telecom must 
build the professional ICT distribution channel and build the national one-stop 
integrated service system. In promotion, China Telecom need to make targeted 
promotion strategy and dominates the market quickly. At the same time, the paper 
proposes the brand strategy, system building strategy and mechanism innovation 
strategy. 
The paper has a far-reaching strategic significance and practical significance in 
promoting China Telecom’s ICT marketing capabilities and marketing levels. 
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